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Market Measures



Domestic Visitor Arrivals to Hawai‘i 
1990 – 2004 (P)
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Record High in 2004

Source: HVCB Market Trends analysis based on historic DBEDT data; P = Preliminary



U.S. West Arrivals
Monthly Arrivals (Preliminary 2004 vs. 2000, 2002 & 2003)
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2004 Arrivals Growth (vs. 2003)
Shoulder Period Growth 7.1%
Peak Season Growth 3.6%

Note: Shoulder period months are defined as March, April, May; and September, October, November

Source: HVCB Market Trends analysis based on DBEDT data.



U.S. East Arrivals
Monthly Arrivals (Preliminary 2004 vs. 2000, 2002 & 2003)
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2004 Arrivals Growth (vs. 2003)
Shoulder Period Growth 8.6%
Peak Season Growth 8.3%

Note: Shoulder period months are defined as March, April, May; and September, October, November

Source: HVCB Market Trends analysis based on DBEDT data.



Arrivals from North America
Ahead of 2004 Target

MMA
HTA'S 2004 

Target
2004 Actual 

(Preliminary)
Points Ahead 

of Target
U.S. West 2.5% 5.4% +2.9
U.S. East 3.4% 8.9% +5.5
Canada 3.3% 4.7% +1.4



Canada Arrivals
Monthly Arrivals (Preliminary 2004 vs. 2000, 2002 & 2003)
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Source: H analysis based on DBEDT data.VCB Market Trends 



Hawai‘i Statewide Average Daily Rates 
Monthly ADRs (Preliminary 2004 vs. 2000, 2001, 2002 & 2003)

$100

$120

$140

$160

$180

$200

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

2000 2001 2002 2003 2004P

Source: Hospitality Advisors, LLC and Smith Travel Research



U.S. Market 
Importance of Factors and Rating of Hawai‘i

Q3 2003 / Q3 2004
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Easy, Value, Safe, Clean (4.0)

Unique & Unspoiled (3.7)

New Discoveries (3.5)

Family/Friendly (3.3)

Social Scene (3.2)

Active Recreation (2.8)

Events/Entertainment (2.7)

Golf (1.6)

Importance Total 2003
US Q3, 2003
US Q3, 2004



U.S. Market
Rating of Hawai‘i by Spending Level
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Social Scene (3.2)

Active Recreation (2.8)

Events/Entertainment (2.7)

Golf (1.6)
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2004 Results
Program Measures



Cooperative Programs
Travel Trade - Come Experience Aloha!

• 11 Travel Wholesaler coop partners
• Wholesaler investment: $445K
• HTA/HVCB investment: $362K



Cooperative Programs
Travel Trade - Come Experience Aloha!

Newspaper 
Distribution



Cooperative Programs
Travel Trade - Come Experience Aloha!



Cooperative Programs
Travel Trade - Come Experience Aloha!

• Results?
• Partners report:

– “Bookings up 135.5% in Aug and Sept 2004 compared to 2003”

– “Hawai‘i passenger volume showed a 7.4% growth YOY for Aug -
Dec 2004.  6,307 vs. 5,875 in 2003”

– “Hawai‘i Bookings up 30% to Hawai‘i for travel Sept - Dec 2004. 
16% increase in revenue per passenger to Hawai‘i for travel”

– “Sales up 29% YOY for Sept - Dec 15.  $16.7M vs. $12.9M in 
2003”

– We did this with three destinations in the Fall of 2004 – The 
Caribbean bombed, Mexico did so-so, but Hawai‘i was 
through the roof!



Cooperative Programs
Fall Online Golf Promotion

• 18 Golf industry coop partners
• Rich media on Forbes.com, Seattletimes.com, 

Chicagotribune.com.  Search campaign on Google, 
Overture/Yahoo!

• 10 million targeted impressions
• 60K clicks to gohawaii.com golf section



Aloha Live!



Gohawaii.com



Gohawaii.com

• Top 25% traffic volume of travel sites in 2004 (Hitwise)
• Traffic Spikes during online / offline promotions
• New measurements / tracking tools



2005 Program Overview



“The people of Hawai‘i would like 
to share their islands with you.”

• Public relations, magazine and television advertising 
continue to set the platform



Cooperative Programs
Industry Partners

• 2004 15 partners - $321,228 industry contribution
• 2005 20 partners - $427,566 industry contribution



Golf Initiative
Golf Channel ‘Aloha Swing’

• Entire month of January 2005 featured Hawai‘i
• Golf, activities, attractions, culture, cuisine etc.

• Over 50 hours of live programming from Hawai‘i
• Over 100 hours of Hawai‘i-themed programming
• Hawaiian theme music
• Hawai‘i features and vignettes throughout the month
• On-air promotion began in November
• Integrated on-air/online “Watch and Win” Consumer 

sweepstakes – 10,000 entrants



Shoulder Season Programs
Spring 2005:  Hawai‘i Arts Season & Activities

• Advertising – TV, Print, Vacation Planners
• E-Marketing – Website, E-mails, Online Campaign
• PR – Press Kit, News Releases, Media Blitz and Pitches
• Travel Trade – Wholesaler Co-op Program, Product 

Launch & Trade Shows, Agent and Call Center Training



Shoulder Season Programs
Fall 2005:  Aloha Festivals & Activities

• Advertising – TV, Print, Vacation Planners
• E-Marketing – Website, E-mails, Online Campaign
• PR – Aloha Live, Aloha Festivals, News Releases, Media 

Blitz and Pitches
• Travel Trade – Wholesaler Co-op Program, Product 

Launch & Trade Shows, Agent and Call Center Training



Travel Trade

• Participation at fewer events – with greater impact
• HVCB Central and Island Chapter coordination
• Hawai‘i Destination Specialist (HDS) program Re-launch



E-Marketing Programs

• Adjustment of website based on usage data
• Addition of “Click-to-Talk” on website
• Evolve online communications tools
• Increase sophistication of E-newsletter program



New Initiatives

• Pursue another national television opportunity
– A la American Idol

• Complete review of collateral materials
– Including Islands of Aloha travel planner



Performance Data
Macro Level Indicators

• Provide insights into how HVCB’s overall mix of 
integrated marketing programs is performing

• Tracked by the ongoing Hawai‘i Marketing Effectiveness 
Study, conducted by research consultant TNS for the 
Hawai‘i Tourism Authority.

• The study tracks marketing performance in terms of 
travelers’ interest/intentions in visiting Hawai‘i, as well as, 
travelers’ perceptions of Hawai‘i on a number of key brand 
attributes. The study doubles as both a performance 
tracking tool and a source of valuable insights into the 
marketplace.  



Performance Data
Program Level Indicators

• Track HVCB performance at the level of individual 
marketing programs in order to determine which of the 
programs in the Bureau’s integrated marketing mix are the 
most effective.

• Program-level metrics tracked on an ongoing basis include:
– Exposure: Impressions, circulation (print), GRPs/TRPs (television)
– Attendance at special events (i.e., concerts, bridal shows, tradeshows, etc.)
– Customer contacts by phone, fax, email, mail and walk-ins.
– Incoming 800# call volume
– Islands of Aloha vacation planner requests by source of request (Internet, 

Call Center, publication)
– Travel trade bulk fulfillment
– Online Indicators: Page views, visitor sessions, unique visitors, 

WebTrends metrics…….



Aloha!
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